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者管理实践提供有益的借鉴。    























   
Since 1970s business ethics gained considerable development both in academia 
and social practice, but the studies focused on the perspective of the buyer (consumer) 
is very scarce, that means discussion over consumer ethics is not sufficient. In China, 
the concept of ethical consumers has not been widely accepted yet, and only a handful 
of several scholars do little systematic research related to the subject, however the 
current situation of consumer ethics is not far from optimistic. 
For this situation, this paper takes domestic consumers as the research object, and 
improves the theory of planned behavior model (TPB) to investigate the formation of 
consumer non-ethical behavior intention, that is this study is to test whether consumer 
ethical belief, perceived behavioral control, subjective norm, perceived justice 
significantly impact the consumer non-ethical behavior and whether perceived 
behavioral control, subjective norm significantly impact consumer ethical belief. 
During the study, this paper integrates various research techniques, including literature 
research, questionnaire and data analysis. Based on the large sample survey, this paper 
tries to summarize the general formation process of consumer non- ethical behavior 
intention, in hope of guiding strategic decision making and regulating consumer ethics 
behavior in China.  
 Based on the empirical results, this study indicates that the higher degree of 
consumer acceptance of non-ethical behavior, the higher degree of consumer subjective 
norm and perceived behavioral control in non-ethical behavior, the more injustice that 
consumer perceived, the more intention to carry out the non-ethical behavior; subjective 
norm and perceived behavioral control significantly influence consumer ethical beliefs. 
This study not only enriches and expands the theory exploration of the consumer ethics, 
but also provides useful suggestion for the consumer management practices. 
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商业伦理（business ethics）自 20 世纪 70 年代以来在学术界和实践界获得了
长足的发展，营销学科已对其经进行了大量的理论和实证研究，其中企业社会责




1991；Scott J. Vitell，2003），这意味着我们对商业伦理的理解仍然较为片面。 
自 Muncy 和 Vitell 在 1992 年开发了消费者伦理量表（Muncy-Vitell consumer 
ethics scale，简称 CES）之后，西方学者开始关注这一领域的研究（Al-Khatib et  






球零售盗窃晴雨表 2011》调查结果显示 2010 年中国零售业年损耗达人民币 73.70
亿元，其中由于“顾客入店行窃”造成的损失达 49.8%①，约为 36 亿元；媒体也
                                                             








































规范（subjective norm）、知觉行为控制（perceived behavioral control）、消费者非
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